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2025–2026 Club Achievement Book Narrative​

 

Overview 

Following the COVID-19 pandemic, AAF Dubuque experienced a significant decline in membership, and 

the years that followed were challenging for the chapter. While the board made a focused effort to 

stabilize that decline and prevent further loss, it became clear that rebuilding momentum would require 

more than recruitment alone. During the 2025–2026 club year, AAF Dubuque responded with a 

membership strategy centered on recruitment, retention, involvement, and stronger communication, 

recognizing that sustainable growth would come from creating a stronger, more visible, and more 

valuable organization for the local creative community. Guided by the theme “Connecting the Creative 

Community,” AAF Dubuque used this philosophy to shape its events, outreach, and communication 

efforts throughout the year. The Dubuque region includes designers, marketers, advertisers, 

photographers, videographers, copywriters, and communications professionals, and the club saw an 

opportunity to better connect these audiences through more intentional programming and more consistent 

communication. As a result, AAF Dubuque approached membership development as both a 

communications effort and a community-building effort. Through strategic planning, direct member 

feedback, improved visibility, refreshed communication tools, and programming designed to attract both 

members and non-members, the club strengthened its presence in the region and made meaningful 

progress toward its membership goals. 

 

Membership Goals 

 
 



 
 
On August 12, 2025, AAF Dubuque held its annual board strategic planning session to establish priorities 

for the upcoming year. During this session, the board evaluated past engagement trends and identified 

opportunities for membership growth and community development. 

 

The chapter established both short-term and long-term membership goals: 

Short-term membership goal: achieve 30 active members 

Long-term membership goal: achieve 50 active members by July 2026 

 

To achieve these goals while strengthening engagement within the organization, the board focused on 

three strategic initiatives: 

#1: Reengage Lapsed Members 

#2: Recruit New Members 

#3: Strengthen Community Programming and Member Engagement 

Together, these goals shaped the club’s approach to membership development and communication 

throughout the year.  

 

To support these goals, AAF Dubuque filled the previously vacant membership director role, enabling 

stronger outreach, feedback collection, and relationship-building within the creative community. 

 

Goal #1 Reengaging Lapsed Members: 

One of the primary membership initiatives this year focused on reconnecting with individuals whose 

memberships had previously lapsed. Rather than approaching outreach as a traditional membership 

solicitation, the Membership Director prioritized authentic conversations with past members. The goal of 

these discussions was to better understand their experiences with the organization and gather feedback 

 
 



 
 
that could inform improvements moving forward. Not only did we receive 1:1 direct feedback from past 

members, we also shared a comprehensive (and fun) survey (Exhibit A) with the goal to understand why 

our membership levels and community had shrunk. Several common themes emerged from these 

conversations and survey results. Some past members shared that they were uncertain about the value of 

membership or felt disconnected from club activities due to limited visibility into upcoming 

programming. In response to this feedback, the board and the membership director introduced multiple 

initiatives to help improve communication, make it easier to find and be aware of upcoming events, and to 

better understand the value of the organization.  

 

Website Improvements 

The first initiative AAF Dubuque accomplished was launching a refreshed website designed to provide a 

more professional and user-friendly experience for both members and prospective members. The updated 

site better reflects the organization’s mission, clearly communicates membership opportunities, and 

provides a centralized hub for event registration, announcements, and club information (Exhibit B). These 

improvements helped strengthen the organization’s online presence and made it easier for new audiences 

to learn about the benefits of becoming involved in AAF Dubuque. 

 

Membership Structure Updates 

During the board planning session, the leadership team also evaluated the club’s membership structure to 

ensure it reflected the needs and makeup of the local creative community. While pricing remained largely 

consistent, several changes were made to improve clarity and accessibility.​

The updated membership structure included: 

Student & Educator — $38 

Professional — $75 

 
 



 
 
Nonprofit — $60 

Corporate — $195 for three members, plus $60 per additional member 

 

These changes were designed to help prospective members more easily identify the membership tier that 

best aligned with their needs while also more clearly communicating the purpose and value of each option 

(Exhibit C). Across all tiers, benefits were carefully reviewed and refined to better reflect the needs, 

interests, and motivations of each membership group. Including educators within the student-priced tier 

was an intentional decision that also recognized their role as important AAF ambassadors within the 

college community and helped strengthen connections between students and industry professionals.  

 

Monthly Member Newsletter 

To improve ongoing communication with members, AAF Dubuque introduced a monthly digital 

newsletter distributed via Mailchimp. 

 

The newsletter includes: 

• upcoming events and program announcements 

• industry resources and insights 

• club updates and board communications 

• opportunities for member involvement 

 

This initiative created a consistent communication channel between the organization and its membership 

base while also reinforcing the value of being connected to the AAF community (Exhibit D). 

 

Goal #2 Recruiting New Members: 

 
 



 
 
AAF Dubuque approached recruitment primarily through community engagement and enhanced 

programming. Events were designed to welcome new attendees while encouraging them to become part 

of the broader creative network. Speakers and presenters were encouraged to share events within their 

own professional networks, allowing the organization to reach audiences beyond its existing membership 

base. Additionally, the board recognized an opportunity to expand programming beyond topics 

traditionally focused on design. While designers and agencies remain an important part of the AAF 

Dubuque community, the organization identified a growing population of marketing professionals in the 

region whose work closely intersects with advertising. Expanding programming to include 

marketing-focused topics allowed AAF Dubuque to connect with a broader segment of the local creative 

economy. 

 

Flagship Program: AMP’d Marketing Conference (Exhibit E) 

AAF Dubuque launched AMP’d: Advertising, Media, and Partnerships, a half-day conference designed to 

engage marketing professionals with practical insights while fostering networking and collaboration. 

 

Sessions included: 

1.​ Collaboration to Conversion: Mastering Influencer Marketing for Brand Growth 

2.​ Local Expertise, National Reach: Marketing Strategies for Brand Expansion (Panel) 

3.​ Seeing is Believing: The Power of Visuals in Marketing 

 

The event attracted 45 total registrations (Exhibit E), including: 34 non-members, 7 professional 

members, and 4 students. This means 76% of attendees were non-members, demonstrating the 

conference’s success in reaching new audiences within the marketing community. Promotion for the event 

focused primarily on social media campaigns and speaker-driven promotion through professional 

 
 



 
 
networks (the advertising pieces were developed outside of club achievement dates, so they will not be 

included in the exhibit section).  

 

Goal #3 Community Programming and Member Engagement: 

In addition to the AMP’d conference, AAF Dubuque hosted several events throughout the year designed 

to bring creatives together while providing valuable professional development opportunities.  

 

Coffee Talk: Building a Business, Brand, and Community That Just Makes Sense (Exhibit F) 

This event introduced our first morning session, featuring entrepreneur Sarah Willenborg of Bob & Lou’s 

Coffee, who shared insights on building a business and brand for a marketing- and entrepreneur-focused 

audience. Registrations included: 14 total attendees: 6 members and 8 non-members. Promotion included 

social media events and social posts (Exhibit F). 

 

Refresh Your Image: Networking & Headshots (Exhibit G) 

This event combined networking with updated professional headshots, offering tangible value while 

reinforcing AAF Dubuque’s commitment to supporting members’ professional growth. Attendance 

included: 9 participants: 6 members and 3 non-members. Promotion included social media events and 

posts (Exhibit G). 

 

The Psychology Behind High-Converting Campaigns (Exhibit H) 

This educational session explored the behavioral science behind effective marketing campaigns while 

continuing to engage the marketing community through a successful morning format. The event attracted: 

15 registrations: 6 members, 1 student, and 8 non-members. We promoted this event through social events 

and posts (Exhibit H). 

 
 



 
 
 

Behind Award Winning Work (Exhibit I) 

This session offered insights into the American Advertising Awards, sharing tips, strategies, and winning 

examples while helping attendees better understand the submission process The event attracted: 17 

professional members, 5 students and 1 non-member. We promoted this event through social events and 

posts (Exhibit I). 

 

The programs highlighted above were primarily professional centered. However, we did provide a few 

student centered events as well with the goal to grow our connection with the student community. ​

 

Pizza & Portfolio Reviews (Exhibit J) 

This session gave students the opportunity to present their portfolios to a panel of local industry 

professionals, helping them build connections and receive real-world feedback as they prepare to enter the 

creative industry. The event attracted: 18 university students, representing 5 different local universities. 

This event was primarily promoted through direct communication with local area college professors. This 

event was a positive sign of our growing connection with local universities and students. 

 

Stop Ghosting Your Career and Start Building It (Exhibit K) 

This virtual session featured Cassidy Stelling, who shared how she turned her college experience into 

opportunities with the NFL, giving students insight on launching their own creative careers. The event 

attracted: 17 registrations: 14 students, 2 professional members, and 1 professional non-member. This 

event was promoted on social media and through direct communication with local area college professors. 

These programs helped strengthen engagement among existing members while also introducing new 

audiences to AAF Dubuque programming. 

 
 



 
 
 

Results and Impact (Exhibit L) 

AAF Dubuque made significant progress toward its membership goals during the 2025–2026 club year. 

Current membership increased from 15 to 48 members, representing 220% growth during the qualifying 

period and bringing the chapter close to its long-term goal of reaching 50 active members by July 2026. 

This growth reflects progress across multiple membership goals, including reconnecting with previously 

lapsed members and attracting new members to the chapter. These efforts also produced meaningful 

financial and operational results. Annual recurring revenue increased from $760 to $5,398, a growth of 

approximately 610%. At the same time, efforts to reconnect with and reengage lapsed members also paid 

off, as members' past due decreased from 99 to 73, a reduction of 26.3%. This result reflects stronger 

membership follow-through, improved communication, and renewed engagement with the chapter. This 

renewed momentum was also reflected in corporate and professional membership growth, with a 225% 

increase in professional membership (4 to 13) and an 850% increase in corporate membership (2 to 19). 

These gains demonstrate especially strong traction among the audiences most closely tied to the regional 

creative economy and suggest that AAF Dubuque is increasingly being recognized as an important hub 

for both major organizations and individual professionals within the local creative community. Beyond 

the numbers, AAF Dubuque’s programming and communications helped increase visibility, strengthen 

relationships, and attract a broader mix of members and non-members to chapter activities. Together, 

these results demonstrate not only measurable membership growth, but also renewed momentum, stronger 

engagement, and a more active and sustainable chapter. 

 

 

 

 

 
 



 
 

Exhibit A - Lapsed Member Survey 
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Exhibit B - Updated Website  
 

 
 



 
 

Exhibit B (Continued) - Updated Website  
 

 
 



 
 

Exhibit C - New Membership Structure and Explanation of Benefits via AAF Dubuque Website 
 

 

 
 



 
 

Exhibit D - Membership MailChimp Newsletters  
 

 

 
 



 
 

Exhibit D (Continued) - Membership MailChimp Newsletters ​
 

 
 



 
 

Exhibit E - AMP’d Marketing Conference  
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Exhibit F - Coffee Talk: Building a Business, Brand, and Community That Just Makes Sense 

 
 



 
 

Exhibit F (Continued)- Coffee Talk: Social Event and Social Post  

 
 



 
 

Exhibit G - Refresh Your Image: Networking + Professional Headshots  

 
 



 
 

Exhibit G (Continued)- Refresh Your Image: Social Event and Posts  

 
 



 
 

Exhibit H - The Psychology Behind High-Converting Campaigns​
​

 

 
 



 
 

Exhibit H (Continued)- The Psychology Behind High-Converting Campaigns Social Events and Posts 
 

 
 



 
 

Exhibit I - Behind Award Winning Work 
 

 
 



 
 

Exhibit I (Continued)- Behind Award Winning Work: Social Media Event and Posts 
 

 
 



 
 

Exhibit J - Pizza & Portfolio Reviews  

 
 



 
 

Exhibit K - Stop Ghosting Your Career and Start Building It  

 
 



 
 

Exhibit K (Continued)- Stop Ghosting Your Career and Start Building It: Social Posts 
 

 

 
 



 
 

Exhibit L - Results and Impact 
 

 
 

 
 

 

 
 



 
 

Exhibit L (Continued) - Results and Impact 
 

 

 
 


